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Agricultural machinery : good 
prospects for trade among 
developing countries 


Carpets 
Hand-knotted carpets—market 
openings for quality goods 


XX/2 Apr-June 84 p. 20 


XX/3 July-Sept 84 p. 12 


Ceramic tiles 

Ceramic tiles—a market with 
favourable prospects over the 
long term 


Engineering goods 
EEPC: promoting Indian 
engineering exports 


XIX/3 July-Sept 83 p. 24 


XVIV/2 Apr-June 81 p. 
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Export financing 


Fertilizers 
Information requirements for 
importing chemical fertilizers 


Fish 
Market information on fish 


Flowers 
Tapping Europe's large 
floricultural market 


Fruit, fruit products 

The fruit juice trade—an 
expanding business for 
developing countries 

Key export openings for certain 
fresh fruits and vegetables 

Handling fresh tropical produce 
for export 

The Gulf states—ripe for fruits 
and vegetables 

Hot line to the market 


Handicrafts 

Philippine handicrafts: 
responding to the market 

Handicrafts: marketing in the 
eighties 

Handicrafts: a case in promotion 


Herbal drinks 
Herbal drinks—export prospects 
bright 


Leather goods 

Entering the international leather 
goods market—advice for the 
new exporter 


Legumes 

Market openings in West Africa 
for cowpeas and Bambara 
groundnuts 


Meats 

Horse and rabbit meat 
markets—possible outlets for 
exporters in developing 
countries 


Medicinal plants 

Botanicals—increasing potential 
for pharmaceutical 
applications 
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XIX/4 Oct-Dec 83 p. 
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Pet products 
Europe's dynamic market for pet 
products 


Seaweed 
Developing an export-oriented 
seaweed industry 


Shrimps 

The shrimp trade—a big business 
for developing countries 

Shrimps and prawns—a growin; 
market in Western Europe 


Spices 

The international spice trade: 
export opportunities for the 
rural sector 

Spices—a nontraditional export 
for micro-economies 

Spice promotion in the United 
States 


Textiles 
The importance of fashion in 
textile marketing 


Tools 
Tool trade strong and expanding 


Vegetable oils 

STC's market intelligence system 
for oils and oilseeds 

Expanding mutual trade in 
vegetable oilseed products 


Vegetables, vegetable products 

Key export openings for certain 
fresh fruits and vegetables 

Dehydrated vegetables—careful 
marketing required 

Handling fresh tropical produce 
for export 

The Gulf states—ripe for fruits 
and vegetables 

Hot line to the market 


Wood products 

Marketing prospects for wooden 
household furniture 

Wooden building materials: 
attractive openings in Middle 
East market 


XIX/3 July-Sept 83 p. 


XVIII/2 Apr-June 82 p. 


XX/2 Apr-June 84 p. 


XVIII/2 Apr-June 82 p. 
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XVII/1 Jan-Mar 81 p. 


XVII/1 Jan-Mar 81 p. 
XVI/1 Jan-Mar 80 p. 


XX/1 Jan-Mar 84 p. 


XVIII/1 Jan-Mar 82 p. 8 


continued from page 9 


have been given special government resources for 
this purpose. Meanwhile DFCs (and other 
specialized banks) faced with unanticipated prob- 
lems of foreign exchange fluctuations, mounting 
interest rates and arrears, have sometimes found 
it necessary to solicit deposits, engage in more 
lucrative money-market operations or merge with 
a commercial bank. The apparent trend is there- 
fore now toward universal banking. 

Investment financing by commercial banks: 
The financing of investment by commercial 
banks is therefore no longer a rarity. However, 
since in the great majority of these banks, re- 
sources consist of deposits and other short-term 


funds, term lending remains a minor share of 
their total business. But that total would exceed a 
DFC’s operational volume many times over, partly 
because most of the loan funds of commercial 
banks would turn over repeatedly, being repaid 
and relent, during the term of a single DFC 
transaction. When commercial banks do make 
term loans to finance investment, it may often be 
in cooperation with a DFC, the latter taking the 
longer debt maturities, while the banks are re- 
paid on a shorter schedule. 

Project appraisals by commercial banks are 
typically less elaborate than those undertaken by 
DFCs, as already indicated above, with more 
emphasis on collateral or formal guarantees and 
less on rate-of-return analyses. But in this respect 


INTERNATIONAL TRADE FORUM/JANUARY-MARCH 1985 


2 
13 
20 
4 
4 
14 
: 
t 8 8 
7 
| 2 
14 
. 
22 
4 
18 
8 
4 
i 
32 


2 


